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Advertising costs a great deal at 
best. And he who will make money 
by advertising must so arrange as to 
secure the best effect with the small- 
est possible expenditure. 


























We make a study of getting 
the best service for our patrons 
that their money will buy. If 


you wish to advertise you can 


and with little trouble to your- 
. self through our bureau. 

: GEO. P. ROWELL & CO., 
10 Spruce St., New York. 
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of the Papers of the 
Atlantic Coast Lists 
are the ONLY Papers pub- 


lished in their respective towns. 
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are either the ONLY 


Papers in their res- 











pective towns or are 


published at county seats. 


An advertisement inserted in the {4@Q@0 papers of the 
Atlantic Coast Lists addresses fully one-sixth of the reading 
population of the United States outside of large cities. To 
reach these readers in any other way would cost considerably 
more than our price ; and then they would not be reached half 
as effectively. Advertisers can send copy for advertisement 
and receive proof, together with estimate for its insertion, by 
return mail. 

Catalogues sent on application. 
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134 Leonard Street, New York. 
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ADVERTISING IN ENGLAND. 
NO. Il. 
By T. B. Russell. 

The American advertiser who con- 
templates an excursion into the English 
field will do well to inform himself on 
certain points sometimes overlooked, 
and I propose to call attention to one 
or two of them. 

Foremost, of course, comes the pre- 
liminary question: Are the goods 
wanted? It is obvious that money 
would be thrown away in advertising 
merchandise of a kind which the needs 
of the country do not call for, or that 
can be produced more economically 
in England than abroad. The next 
question would naturally be: How far 
is the ground already covered? It is 
obviously more expensive to create a 
demand in competition with goods al- 
ready introduced. There is no coun- 
try in the world where a demand once 
created is as permanent as here. An 
article that has gained reputation and 
sale is very difficult to compete with, 
and an intending competitor would 
find his work more expensive in pro- 
portion to the popularity enjoyed by 
his predecessors—at least if he were 
advertising an article of which there 
was only room for one. It would be 
costly, I mean, to bring out a new 
soap, because Pears covers the ground 
pretty completely, and a man seldom 
wants more than one sort of soap. 

It would be costlier still to introduce 
a new pill, because most people are 
content with one sort of pill (at least I 
hope so), and both Carter and Beecham 
have *‘ got there” already. Merchan- 
dise of an entirely new character could 
be introduced at much less expense. 
I have no doubt that Mr. Ward would 
tell us that Sapolio was introduced 
with comparative ease and economy, 
because we had practically nothing of 
just that kind before it was brought 
over, It would be very expensive for 
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a new competitor to cut out Sapolio 
and Brooks’ Monkey Brand Soap now, 
or to take away even part of their 
trade, 

But these are considerations of a 
common sense rather than a technical 
character, One very important cir- 
cumstance facilitates advertising oper- 
ations in the United Kingdom, I 
mean its great compactness in every 
way. The country is small —almost 
ridiculously small as compared with 
the United States—and the expense of 
railway carriage traveling, distribution 
of printed matter, conveyance of signs 
and the like is relatively small in 
consequence, Great Britain and Ire- 
land contain between them a trifle over 
120,000 square miles; the State of 
New York alone covers nearly 50,000, 
England has therefore about twice the 
combined area of New York and Mary 
land. 

A traveler could visit all the chief 
towns in both these islands and spend 
several days in each of the more im- 
portant in a month or six weeks. The 
population to be reached is the most 
tightly packed in the world. ‘The area 
equals only about one-twenty-seventh 
of the United States, the population, I 
suppose, being about one-half. 

Then there comes the question of 
direct or indirect advertising. Shall 
the work be done directly from head- 
quarters or from London? Ample 
facilities exist for doing it either way. 
I have no doubt that the leading ad- 
vertising bureaus in America are pre- 
pared to estimate for the work. There 
is little doubt, however, that the maxi- 
mum of efficiency and economy is at- 
tained by operating from London. It 
is absolutely essential to have an Eng- 
lish house or an English agency, which 
practically means a London one. Some 
advertising is controlled direct from 
America, the English agency being 
concerned only with sales. I have 
known this to be done with satisfac- 
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tion to all parties, and, on the other 
hand, instances have occurred in which 
this plan has been tried and has not 
proven successful. An _ experienced 
man on the spot can feel the public 
pulse with accuracy and correct a mis- 
taken policy before it has had time to 
be wasteful. Something has been said 
in a previous letter as to the form of 
advertising for English use. ‘The se- 
lection of papers necessarily depends 
somewhat on the nature of the mer- 
chandise. Here is another way in 
which the extreme concentration of the 
population helps the advertiser. The 
London papers touch every portion of 
the two islands. Moreover, if we as- 
sume, for purposes of illustration, that 
Great Britain has half as many inhabi- 
tants as the United States, it will be 
seen that the newspaper advertiser can 
reach them all at considerably less than 
half the expense of covering his own 
field, since we have nothing like half 
the number of country papers. Space 
and rates are certainly not higher. It 
may be argued, perhaps, that space 
per line per thousand is worth pretty 
much the same all the world over; but 
in practice another consideration comes 
in. There is a minimum rate below 
which it is not worth the while of any 
paper, however small in its circulation, 
to insert advertisements, and the cost 
of all space bears a certain relation to 
this minimum. The minimum has to 
be exceeded before any calculation of 
cost can be made. It is obvious that 
the more papers are required to influ- 
ence a population, the more often this 
minimum has to be climbed over, 
Now with our comparatively few pa- 
pers, an advertiser can touch the entire 
public at a much lower rate per head 
of population than in America. 

Local papers exist in considerable 
numbers and the list system does not 
largely obtain. Itemized estimates are 
readily obtainable from advertising 
bureaus both in London and New 
York, and, as in America, it is much 
cheaper to handle the majority of 
locals through such a bureau than by 
direct contract—a remark which ap- 
plies specially to new advertisers, The 
metropolitan media can be dealt with 
in either way. The most important of 
them have fixed rates, which cannot be 
broken. New advertisers will natur- 
ally profit most by the assistance of an 
experienced advertising bureau, but 
the maximum advantage will be gained 
by having a trustworthy general agent 
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in London, who will advise on this, as 
on other points, and is so situated as 
to secure all the concessions obtain- 
able. 

The number of really important pa- 
pers published outside the metropolis 
is very small. ‘There no British 
magazine or well-known weekly in 
universal circulation published outside 
London. There are daily papers of 
great local circulation, some of which 
(like the Leeds A/ercury and the Liv- 
erpool Post) cover several counties ; 
but no provincial daily circulates all 
over the country as the London dailies 
do, and no provincial weekly has a 
universal demand like the ///ustrated 
London News. 

Bill posting is costly but effective 
here. Street stations are rented by 
contract firms and are always protected. 
Except in small county towns, pro- 
miscuous and unlicensed posting is 
practically non-existant. Enameled 
iron is largely employed, especially at 
railway stations and along railway 
routes. We are still waiting for some 
one to design an enameled sign that i: 
not ugly enough to make you shudder. 

Sign painting on rocks and great 
natural features is not done, partly 
because there is nothing to paint on 
and partly because public opinion would 
be too mucn offended by such a pro- 
cedure to make it profitable. Mr. 
Beecham floated a small ship, with an 
advertisement onthe sail, on one of 
the Cumberland lakes. In the night 
some one quietly rowed out and sunk 
the vessel. A good deal of bitterness 
was displayed in connection with the 
matter. 

An advertiser contracted with the 
proprietors of bathing machines (a kind 
of covered cart for bathers to dress in) 
in a number of seaside places to put 
posters on their unzsthetic vehicles. 
The local authorities promptly canceled 
the licenses of the bathing machine 
men and refused to renew them until! 
the offending announcements were ob 
literated. The advertiser thus got 
something more than the publicity 
contracted for, and saved the bill 
Whether the transaction paid expenses 
is a question to which the answer can 
only be conjectured. 

THE fault with too many advertisers 
is that they talk prose and price lists 
when they have a precious oppor*unity 
of saying something pleasant.— 7o/edo 
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THE PROBLEM OF BUSINESS. 
By J. F. Place. 

To sell one’s product is the hill of 
difficulty which confronts every man. 

It matters not what that product may 
be. With the manufacturer it is the 
article he makes—furniture, pianos, 
china, lamps and bric-a-brac ; boats, 
machinery, personal apparel, food pro- 
ducts, soaps, cosmetics and a thousand- 
and-one other things of necessity, 
luxury and pleasure ; with the merchant 
it is goods, wares and merchandise ; 
with the lawyer and doctor it is advice; 
with the schoolmaster experience and 
knowledge on tap, as it were, and with 
the editor, clergyman and author it is 
ability, perceptions, ideas, brains ; while 
with the artisan it is the art of know- 
ing how, and with the laborer, labor. 
These are all their products or stock in 
trade, and life is simply a struggle to 
sell the same—to exchange for salaries 
and profits, to convert into solid cash, 

To let the people know what you 
have to sell is advertising. Every man 
is advertising when he solicits trade or 
seeks a position. He offers you what 
he has—his products or his goods—and 
urges you to buy. 

The secret of successful advertising 
is to so favorably impress the customer 
that he will come to you. If you were 
alone in the field this would not be so 
difficult ; your wares would advertise 
themselves in a measure. But you have 
thousands of wily competitors. Your 
products—what you have to sell—may 
be superior to the stock in trade of many 
of your rivals; but they have adver- 
tised, and they and theirs have the 
reputation, and they prosper while you 
languish. 

Moreover, an article of high reputa- 
tion commands a greater price. So, 
also, the lawyer, artisan, editor or doctor 
who has a reputation for distinguished 
ability in his profession, commands a 
higher price for his services. Reputa- 
tion is simply the good opinion which 
comes from advertising. The more 
advertising the greater the reputation, 
and the more reputation the greater the 
demand. 

Reputation to the lawyer or doctor 
comes slowly ; it is a growth of years. 
Why? The narrow custom of the pro- 
fession forbids the open use of the paid 
columns of the newspaper, and they 
rely on other methods. That which 





they take a quarter of a century to ac- 
complish—to obtain notoriety, a repu- 


tation—a baking-powder manufacturer 
will secure by the liberal use of printers’ 
ink in a short twelve months. 
rhe presumption is that there is al- 
ways merit ; there must be, for the peo- 
ple are not fools. But there are a 
thousand articles of great merit with- 
out reputation, and they only need to 
be brought before the public to be in 
general demand. 
<o 
HERE AND THERE. 
By Horace ‘Dumars, 


The furnishing of attractive cuts 
with which to embellish local adver- 
tisements has grown to be quite a Dusi- 
ness, and one establishment in this 
city, which makes an exclusive busi- 
ness of furnishing a regular service of 
new cuts each week, to be used by 
advertisers in the various cities and 
towns throughout the country, employs 
a force of nearly a dozen persons ex- 
clusive of those who are engaged on 
their work in the engraving and elec- 
trotype establishments in connection 
with this work. The selling of cuts 
from specimen sheets, or after they 
have been used by some advertisers, 
has been going on from a time when 
no one can remember ; but the furnish- 
ing of a regular service of new illustra- 
tions to suit the various lines of busi- 
ness has been in vogue only a little 
over two years, The writer was the 
pioneer in this particular line, and the 
** Advertisers’ Syndicate ” was the first 
to announce itself in this special field. 
The idea of *‘ syndicating” cuts sug- 
gested itself to me from seeing the 
workings of the bureaus or syndicates 
for supplying simultaneously special 
articles by high-priced writers to the 
publishers of daily papers in various 
sections. It struck me as being as 
likely that advertisers would use cuts 
prepared specially to suit their needs 
and the season, as readily as would 
publishers who were glad of an oppor- 
tunity to get specially desirable matter 
that should be paid for jointly and still 
have the appearance of being special. 
The plan worked well, and other par- 
ties purchased the business and merged 
it into a bureau still running. For a 
small charge by this system an adver- 
tiser can get the work of the best 
artists coupled with the bright ideas of 
a great many clever designers of adver- 
tising. In some places the local adver- 
tiser has gained a great reputation by 
his cleverness in getting up advertising 
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and illustrations, when, in fact, not 
only the cut is furnished him, but also 
the introduction to his advertisement, 
so that he has only to fill in the prices 
and add a few lines and he has an ad- 
vertisement that will challenge admir- 
ation, and while not costing him a 
great deal is fully as effective as one 
that would require a large outly if pre- 
pared specially for him. 





Advertisers find that it pays to get 
up specially engraved lines for adver- 
tising, and many even have all the line 
specially made by an artist, on the 
score of attractiveness. Will future 
years find the artist superseding the 
compositor in getting up advertising ? 
Where space costs so much there is 
no reason why advertisers should not 
spend a little more money with the 
artist if by so doing the value of his 
space is greatly enhanced. 





Real estate dealers were slow to rec- 
ognize the advantages of illustrated ad- 
vertising, but since the ice has been 
broken they appear to be taking very 
kindly to cuts, and there are some 
good points presented in their pictorial 
efforts. Who will say that this de- 
parture has not increased the attraci- 
iveness of the pages in the daily papers 
devoted to real estate ? 





Magazines and monthly and weekly 
publications are benefited by the arbi- 
trary ruling of many daily papers re- 
garding the use of cuts and display 
matter. What would become of the 
advertising department of even the 
Century, were its publishers to insist 
on all advertisements being set in 
the style adopted by the New York 
Herald? Would readers care to wade 
through a hundred or more pages of 
such display to find out what was ad- 
vertised? I doubt if twenty-five pages 
of similar display in a magazine would 
give satisfactory returns to the adver- 
tiser; and yet, with a diversity of 
artistic composition embellished with 
highly attractive illustrations, many 
times that number of pages are profit- 
ably used by those who have announce- 
ments to make. Just why daily papers 
should charge extra for display in ad- 
vertising is a question which most ad- 
vertisers do not understand. It costs 
no more to set an advertisement with 
display, and the price is less to the 
publishers on display running across 
two or more columns than where the 
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lines are divided into two columns and 
necessitating two justifications. Not- 
withstanding this fact, the rate on 
space where the composition is the 
highest is the least to the advertiser. 
The claim is of course made by the 
publisher that the advertiser must pay 
more for display, as it is worth more 
to him ; but aclothing salesman might 
apply the same rule to his customer 
and charge a man more if he intended 
to thoroughly wear out the clothes he 
purchased than would be the case if 
he intended to only get half the wear 
that the suit was capable of. In the 
days of the old-fashioned turtle cylin- 
der presses, when type was placed di- 
rectly upon the surface of the cylinder, 
there was constant danger of cuts 
pulling out of the forms and doing 
great damage, and the removal of col- 
umn rules incurred great risks. It 
was probably owing to this fact that 
the extra charge was made for display 
or use of cuts; and when the more 
improved press came into existence 
and this danger was removed, the 
custom was continued and the extra 
charge maintained on the score of 
special value given, rather than that of 
assurance against loss that might be 
sustained from cuts or large letters. 
“It's an ill wind that blows no one 
good,” and the magazines and publi- 
cations which give the advertiser full 
opportunity to display his skill in illus- 
trating or otherwise making his space 
attractive are the gainers. 


— os 
PESSIMISM IN THE ADVERTISING 
BUSINESS. 


By T. F. Troy. 

In the initial number of a new peri- 
odical devoted to advertising interests, 
the editor, in mentioning Nath'l C. 
Fowler, Jr., says: *‘ Mr. Fowler is one 
of the very few men in the United 
States who have a legitimate claim to 
* Advertising Expert,’” the article in 
question crediting the gentleman, ‘‘ as 
other publications have done,” with be- 
ing a ‘Doctor of Advertising.” In 
the Chicago Herald of Sunday, June 
7, Mr. Fowler has a long dissertation 
on advertising that should be read to 
be appreciated as it deserves. 

I take exception, however, to the two 
sentences with which he opens the good 
lesson that the work contains. The 
sentences are: ‘‘I do not know how to 
write an advertisement. The man who 
does may live, but he has never dis- 
covered himself.” 
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These two very important utterances 
terminate abruptly, the writer leaving 
them to the reader without any qualifi- 
cation, and does not again refer to 
them. He allows the perusers, the 
thoughtful and the thoughtless, to take 
them literally. He does what too many 
of our best advertisement writers are 
doing every day, viz.: endeavoring to 
impress upon the public—the advertis- 
ing public—that no one has, as yet, 
discovered the art of advertising, while 
they themselves pose as doctors of that 
to-be-discovered art. Yet they hesitate 
not to take, in allopathic doses, the 
highest prices paid for art advertising. 
Nobody blames them for that. The 
critics, while writing advertisements, 
would have us believe that advertise- 
ment writers have not been discovered, 
have not ‘‘ discovered themselves.” 

If it has heen discovered that there 
is an art still to be discovered, or that 
artists will, some day, ‘‘ discover them- 
selves (7. ¢ , so far as arriving, millen- 
nium-like, by one giant stride, c1 
through an electrical process of mirac- 
ulous evolution, at the highest state of 
perfection of that art), how can one 
who says he knows little or nothing of 
such art become a critic of it? Or 
how can Mr. Fowler, as he does further 
on in his article, ‘‘stake his reputa- 
tion” as an advertisementer if he hasn't 
such? It would be folly to take the 
gentleman’s assertions in the literal 
sense, but how many of his readers will 
not ? 

I claim that these and similar expres- 
sions are unjust, misleading and de- 
cidedly injurious. It would be quite 
unsafe for any man to say to Mr, Fow- 
ler what he does of himself—no one 
would believe it. 

We have no art, I think, that was 
suddenly discovered in its perfect state. 
‘The invention of the ‘‘ new art” in ad- 
vertising is of recent date, yet who can 
say that we are not progressing in it? 
Who averred when the telephone was 
invented that it was the best the world 
would ever know ? Because a few men, 
high in the profession of advertisement 
writing, merit and receive the titles of 
‘*experts” and ‘‘ doctors of advertis- 
ing,” is no reason why they should dis- 
courage other writers who have no 
titles. ‘ 

The experts have no right to raise, 
in the minds of the advertising public, 
grave and serious doubts as to the effi- 
cacy of any advertising at all. That is 
just what they are doing, be the object 


what it may. With all due respect to 
these physicians with well-earned di- 
plomas, who are telling their patients, 
at least by implication, that they do not 
know if their medicines contain poison, 
I am inclined to place some of them, 
whom | have followed in print, in the 
category of professional cranks, their 
days of usefulness being shortened by 
their pessimistic and one-sided views of 
the efforts of others in the same field 
as themselves. 
- 
GOOD ADVERTISING IN COUN- 
TRY PLACES. 
By M. Rosenfield. 


The editorial in the June roth issue 
of PRINTERS’ INK, in treating the slow 
progress of country paper advertising, 
states: ‘‘in nearly every newspaper 
office will be found some man with 
special taste and ability in the con- 
struction of advertisements.” ‘Truly, 
in most printing offices there are such 
men, but on the other hand there are 
offices where you fail to find them, 

Where is the advertiser going to get 
his effective advertising in such an 
office? Is he to depend solely on the 
country printer, who does know how to 
set up reading matter, but is either in- 
experienced or inefficient in setting up 
a good advertisement ? 

lhere is but one good way to over- 
come this state of things, viz.: The 
advertisement writer must suggest the 
types to be used. Every live advertise- 
ment writer of to-day has, or should 
have, athorough knowledge of ordinary 
ypes in every-day use. It is but a 
small addition of labor to suggest types 
to be used, after an advertisement is 
written. It simplifies the setting up 
for the inexperienced printer and gives 
the advertiser a more effectively dis- 
played advertisement. 

Let the advertisement writer procure 
a complete set of proofs of job types 
from the different printing offices of his 
territory, number them and suggest 
types by number. 

The plan of suggesting types ought 
to be beneficial in another way, too. 
In most small towns there is but one 
paper published—no choice of medium 
for the local advertiser. In many cases 
the printer is obliged to leave some 
advertisements till the very last, and 
more frequently advertisements are not 
brought in till the very last minute. 
The paper must be out at such a time 
—the advertisement is set up in a hur- 
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ried way—it appears so and so—it was 
not set up with the usual care of the 
compositor—he does not like it himself 
—the advertiser is dissatisfied with it. 
These are every-day occurrences in the 
country newspaper business. 

Now take a well-designed advertise- 
ment with type suggestions; bring it to 
the office a little late. He goes at it: 
Catch-line, type No. 1; lines 1 to 15, 
type No. 10; 15 to 18, type No. 6; 
18 to 25, type No. 4; and soon. He 
goes to his cases, does the job quickly 
and neatly, does not have to stop and 
think—yet he has a well-displayed, ef- 
fective advertisement when he sees his 
hurried work in print. 

I think that type suggestions by the 
advertisement writer are bound to make 
a wonderful change in the country 
paper advertisoments. 


--- — 
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A THREE RECORD. 


On the 1st of July the publishers of 
the American Newspaper Directory will 
address the following communication 
to every newspaper published in the 
United States and Canada: 


The enormous agyregate of the circulation 
ratings given in the American Newspaper Di- 
rectory seems to prove that the papers do not, 
in fact, have as large issues as the book credits 
them with. 

Only one paper in ten sends the Directory 
any statement at all of its circulation, 

Only one in twenty sends a statement that is 
in such a form that it can be said to be definite, 
exact and reliable. 

For two years the publishers of the Directory 
have offered a reward of $25 for every case 
where it should be shown that a publisher sent 
in a true, detailed statement of his circulation 
covering a period of three months or more, 
duly signed and dated, and the editor of the 
Directory failed to rate his paper in accord- 
ance therewith. 

The Directory indorses the truth of every 
statement so made , and guarantees its correct- 
ness by offering a reward of $100 to any person 
who shall prove that the publisher who made 
it did not tell the truth. 

These facts indicate that the publisher who 
refrains from sending a report generally gets a 
higher circulation rating than he is entitled to, 
and that he in that way obtains an unfair ad- 
vantage over another publisher who does make 
a report. 

Having these points in view, the publishers 
of the Directory will systematically reduce the 
circulation ratings in the next edition of the 
book in all cases where they are not able to ob- 
tain some information to the effect that the rat- 
ing already given is not too high. 

This communication is sent at this time in 
order that in the autumn, when the usual ap- 
plication is made for a circulation report, the 
publisher who is willing to send a detailed 
statement of the actual issues of his journal for 
a period of three months may not be deprived 
of the privilege by having failed through for- 
getfulness to have kept the necessary record. 
No reply to this communication needed. 
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INK. 
A REAL 


ESTATE MAN’S 
NUITY. 


Not infrequently one will find in a 


INGE- 


newspaper a peculiar or eccentric ad- 
vertisement such the following, 
clipped from a New York daily : 


as 





What Joseph will Interpret 
this Dream? 


H. A. Freeman, the real estate man of 100 
Duane st., is looking for an interpreter for the 
following recent dream. He dreamed that he 
entered a drug store and queried, ‘* What 
have you that ts good for rheumatism a 

The druggist asked in reply, ** How long 
have you had rheumatism ? 

“I never had rheumatism,”’ responded the 
real estate man, hotly. ** Why do you assume 
that I have rheumatism; because I asked 
about a medicine for it? If I came in here 
and asked for a bridle would you take me for 
a horse ?” 

‘ No,” replied the man of sedatives, un- 
ruffled by the avalanche of indignant rebuke 
in Freeman's manner, ‘‘I shouldn't. If you 
were to come into my drug store asking for 
a bridle | should take you for a jackass." The 
real estate man says he wouldn't have cared 
so much if the confounded dream had only 
made him the hero instead of the victim ot 
this crushing rejoinder. 

He now offers a premium of a lot in his 
great health resort for the best translation of 
the dream. 

Readers of The Sun may compete, and the 
best interpretation gets the lot free and clear. 
The offer is genuine and bona fide. 

Meantime the list of ** THE SUN CLUB” is 
filling rapidly. He offers fine suburban homes 
close to New York (40. minutes out) to one 
club of fifty readers of The Sun at from $3 to 
$150 each. The value of these choice lots 
runs from $100 to $300 each. The members ot 
the club can buy and build their homes on 
the choicest ground anywhere near Yew York 
without paying down a dollar beyond the 
trifling sums mentioned. This is a novel 
method of supplying a home to fifty high- 
class families on terms of remarkable liberality. 
Write him for full particulars. His address is 


H, A. FREEMAN, 
too Duane St., N. Y. 











Probably no advertising agent or 
professional writer would advise his 
clients to use such methods. Yet they 
are used and used considerably. Does 
it pay? 


' <~ - 
WHY ONE MAN FAILED. 


They were talking about newspaper 
work the other evening. The oldest 
man in the party, who is now doing 
something in the real estate line, said 


that he had tried newspaper writing 
when he was not fitted for tne business 
and had given it up. 

**I was always called a good writer 
he said, 


at college,” and I thought 
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I had a good style. When I began 
work for myself I got employment with 
a circus manager. 

*** Can you write ?’ he asked. 

I can,’ I said. 

*** Well, I want a two-sheet poster 
that'll catch thetown. Write one.’ 

** And this is what I wrote, as nearly 
as I recollect : 

‘** This is the last week that Mr. 
Sawdust’s great circus will be in the 
city, and every one should visit it at 
once. It offersto the public a number 
of admirable features, including several 
amusing clowns and many cleverly 
trained trick animals. The ring per- 
formance is highly creditable and con- 
sists of various acts by the aforemen 
tioned clowns and animals. There 
will be a number of interesting races 
between elephants and dogs ridden by 
trained monkeys. Mlle. Comehigh, 
who has done very good work abroad, 
executes a dance on the bare back of a 
running horse, and also jumps through 
some ignited paper-covered hoops. 
Children and clergymen will enjoy the 
collection of wild beasts in the menag- 
erie. The whole will conclude with 
an enjoyable exhibition of the Siege of 
New Orleans, the effect of which will 
be heightened by fireworks. Admis- 
sion will be 50 cents for adults; chil- 
dren half price.’ 

‘* That was about it. I turned it in 
and smiled, for I thought I had done 
well. The manager differed with me 
in a coarse and profane way, but for 
some reason or other he didn’t dis- 
charge me. He hired an ignorant 
man to write a new poster, and set me 
to work selling tickets. I stayed with 
him three seasons—until he went out 
of business—and at the end of that 
time 1 was one of the most proficient 
circus poster writers in the business. 

“* After he sold out I sought employ- 
ment in a newspaper office, got it, and 
was set to work. My first job was re- 
porting a fire in the Bowery. I can 
remember only the first part of my re- 
port. It started out in this fashion : 

“** The grandest exhibition of the fire 
fiend ever given. Thousands of spec- 
tators thrilled by the grand and over- 
powering scene. The untold wealth 
of the Indies was threatened at an 
early hour last evening by a grand and 
unparalleled holocaust at the corner of 
Bowery and Grand street. This great 


fae 


and throbbing artery of robust and 
living humanity was halted in_ its 
course, The streets were packed, 


The sidewalks were jammed. The 
flames started in the basement of the 
doomed building, and, « reeping stealth- 
ily up the air shaft, burst out, amid the 
wild, hoarse cries of the multitude, 
from the front windows. Higher and 
higher they rose, now licking the pale 
sky with their blood-red tongues, now 
sweeping downward and enveloping in 
their fiery embrace the neighboring 
chimneys. It was the sight of a life- 
time, and the crowd looked on with 
bated breath.’ 

** While I was writing, the city edi- 
tor came around and looked over my 
shoulder. 

*** What was the damage ?’ he asked, 
when he had read this far. 

*** About $5,000,’ I said. 

*** Any lives lost ?’ 

*** None,’ I answered. 

“** Allright,’ he said. ‘I guess you 
needn’t finish this thrilling tale.’ 

*** All right, sir.’ 

““*And, by the way, he added, as 
I was putting on my hat, ‘ you needn't 
come back to-morrow. You need rest 
after that effort. Suppese you take a 
year or so, at your own expense, 
Good-night !’ 

‘The next day I went into the real 
estate business.”—.Vew York Recorder. 
meme «or hen 
WANTS. 

Advertisements under this head % cents a line 
( NE INCH ONE YEAR. I want one inch, 

one year, in weekly papers for 81.50, 
cash with the order. “Address McALVIN, 
Lowell, Mass. 


JXPERIENCED newspaper business man 

_4 ager, hustler, seeks engagement. Par 
ticulars, 8. E. LEITH, care of Geo. P. Rowell 
& Co., ib Spruce St., N. Y. 


{ IRECTORY PUBLISHERS please send 

cire ulars: on wrice-list of your Direct 
ories to ADDRESS CO., L. Box 140%, 
Bradford, McKean ( Co. , Pa. 


cy ANVASSERS wanted t to secure subscrip- 
/ tions for Printers’ INK. Liberal terms 
allowed. Address Publishers of PRINTERS’ 
Ink, 10 Spruce St., New York. 


DVERTISING MAN who controls good 

trade can make a good deal of money by 
calling on HENRY FERRIS, Manager House 
keeper’s Weekly, och and Arch, Phila. 


NV ‘carerutiy and circulars to distribute 
carefully and thoroughly, in Sandusky 
City, Ohio, at $2.00 per thousand. You want 
it well done, and that is my way of doing it. 
GEO. D. ARNOLD. 


ANTED—A newspaper man of experi 

ence, to take editorial charge of a long 
established local weekly newspaper of Re 
publican antecedents. Address, with refer 
ences, stating compensation, Lock Drawer C. 
West Winsted, Conn. 


ANTED—A competent man to manage 
tent medicine, its introduction and 
advertising matters. One who will take a 
small amount of stock preferred. Good place 
and salary to the ght man. ress 
* CHEMICALS,” care Printers’ INK, 
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VERY ISSUE of PRINTERS’ INK is 
religiously read by many thousand 
newspaper men and printers, a8 well as by 
advertisers. If you want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars. As a rule, one insertion can be relied 
upon to do the business. 


+oo— 
FOR SALE, 





Advertisements under this head SW cents a line 





y INIATURE DYNAMOS for premiums. 
EMPIRE PUB. CO., 66 Duane St., N. Y. 


VOR 8. an rs -Hoe Double © ylinder Press, 
3514x504 ; can be seen running; a bargain. 
PENNY P KRESS, Middletown, Conn. 


YR SALE—The house 151 Eliot Place, 
Brooklyn, 21x100. Price, $7,000. Apply to 
owner, GEO, P. ROWELL, 10 Spruce St., N. Y. 


XR SALE—The house 112 Kosciusko St., 
Brooklyn, 15x100. Price, $4,000. Apply to 
owner, GEO, P. ROWEL IWELL, | 10 Spruce St., N. Y. 


10.000 sense anareresr Siar aie 
tributed, Se, Be Sal 100. Add. J.T. BURGEVIN, 


R SALE—Web Press, six or seven col 

umn, folio or quarto, because of consoli- 
dation. Also 3) rolls six-column quarto pa 
per. BEACON Office, Akron, Ohio. 


NOR SALE—The eutire or one half interest 
in the leading Daily and Weekly Demo 
cratic Paper of one of the most prosperous 
towns in New York State. Parties who are 
unable to pay at least $2,000 incash need not 
apply to “ B. F.,” care PRINTERS’ INK. 


F YOU WANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Type, 
tell the story in twenty-three words and send 
it, with two dollars, to the office of PRINT- 
ERS’ INK. If you will sell cheap enough, a 
single insertion of the announcement will 
wenerally secure a customer. 


$4 500 BUYS three quarter interest 
Pt?) in best country office in Col 
orado ; steam ; splendidly equipped job of- 
fice. Advertisin, $300 monthly; job work, 
$250 a. rite, if you ave money 

= to “INTEREST,” care 


PRINTERS’ INK 


86. OL BUYS the_ the finest newspaper 

along the Hudson. $4,000 cash 
down, balance long — ae last year 
more than price askec " in town 
of 5,000 inhabitants MW, —F Cause of 
selling, disagreem ent of partners. Address 
“ BUSINESS,” care » PRINTERS’ Ink. 


HE subscriber o offers to lease, with priv 

ilege of purchase, THE WINSTED ER. 
ALD, a long-established Re ublican weekly 
newspaper ; formerly edited by E. C. Sted- 
man, the poet-banker ; 23 years under present 
management ; location a ‘thriving manufact 
uring county seat and railroad center of 6,000 
pop. Address J. H. VAILL, West Winsted, Ct. 





SPECIAL NOTICES. 


Advertisements under this head, two lines or 
more, without display, Se. a line, 


= GUIDE. 

AMeNs LISTS ARE strong. 
Feeees car, Quiney, Il. 
LP8"s 3s are the best. New York. 


GENTS’ HERALD, Phila., Pa, 15th year. 
80,000 monthly. 


HE GRAPHIC, Chic 
ern illustrated wee 
HE GRAPHIC, C al Most value at 
least cost to advertisers. 
| RIGHT, clean and a is the SAN 
FRANCISCO BULLETIN 
UDICIOUS ay pays. Try the 
LOUISVILLE COMMERCIAL. 


PEOPLE read THE NEW HA- 
40.000 VEN NEWS daily. 
COMPLETE Family Newspaper. SAN 
FRANCISCO CALL. Estab. 1853. 
Ac NTS’ names $1 to $10 per 1,000, 
{A AGENTS’ HERALD, Pi.ila., Pa. 
MERICAN SCHOOL POARD JOURNAL. 
Organ of all Boards oi Education. 
SAN FRANCISCO WEEKLY CALL and 
BULLETIN cover the Pacific Coast. 
LAmws evening circulation in Califor- 
nia—SAN FRANCISCO BULLETIN. 
Pe EROUS, Intelligent people reached 
by the SAN FRANCISCO BULLETIN. 
OST “Wants,” most circulation, most 
adv’s. SAN FRANCISCO CALL leads. 


HE ADVERTISER'S GUIDE Balint free 
by STANLEY DAY, New Market, N. J. 


“the great West- 

















H's grade, pure tone, , honest stenietion. 
None better. SAN FRANCISCO CALL. 





ircu- 


;¢ 
5d. O63Bitain sk GAN FRANCISCU CALL, 


DVERTISING rates 5c. per inch per day. 
Cire’n 6,500. Enterprise, Brockton, Mass. 


IGHEST ORDER Mechanical Engraving. 
J. L. Rhodes, 7 New Chambers St., N. Y. 


ATENTS for inventors ; 40 page book free. 
W. T. FITZGERALD, 800 F St., Washing 
ton, D. C, 


RINTERS’ COMPOSING RULES to ex 
change for locals; three to fifty ems. 
GAGE TOOL Co., Vineland, N. J. 


96 ® PLANS a year of city and country 
houses. Single part, no | iaceaanes 
4 a THE BUILDER, N. Y. 


OU can run_a local Tilustrated paper ata 
PROFIT. Will tell you how. PICTORIAL 
WEEKLIES COMPANY, 28 West 23d St., N. Y. 


Tins Measures, nonpareil and agate, by 

mail to any address on receipt of three 
2c. stamps. Address GEO. P. ROWELL & CO., 
New York. 





1 ( LINES in the Richfield News, The Sara 
toga News, The Thousand Island News 

Ang ft the season. GENERAL OFFICE, 
tica, N. Y. 


es IRE SUN.—According to the Amer 
ican Newspaper Directory for 1891 this 

yer has a larger circulation than any other 
daily in Maryland. 


HE KEOKUK GATE CITY. in the Ameri 

can Newspaper Directory for 1891, is ac 
corded the largest circulation of any paper 
in Lee County, Iowa, 


HE OTTUMWA WEEKLY PRESS, in the 

American Newspaper Directory for 1591, 

is accorded the largest circulation of any pa 
per in Wapello County, Iowa. 


HE OXFORD WEEKLY TRIBUNE, in the 

American Newspaper Directory for 1°91, 
is accorded the largest circulation of any 
paper in Benton County, Indiana. 


EDICAL BRIEF (St. Louis) has the largest 

circulation of any medical journal in 
the world. Absolute proof of an excess of 
thirty thousand copies each issue. 


— MALONE WEEKLY FARMER, in the 
American Newspaper Directory for 1891, 
is accorded the largest circulation of any 
paper in Franklin County, New York, 
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HE LEWISTON WEEKLY JOURNAL, in 

the American Newspaper Directory for 
Invi, is accorded the largest circulation of 
any paper in Androscoggin County, Maine. 


P\HE FREEPORT DEUTSCHER ANZEI 

GER, in the American Newspaper Direc 
tory for 1891, is accorded the largest circula 
tion of any paper in Stephenson County, IL. 


r ew GRANVILLE WEEKLY SENTINEL, 

in the American Newspaper Directory 
for 1891, is accorded the largest circulation of 
any paper in Washington County, New York. 


DAPER DEALERS.—M. Plummer & Co,, 
161 William St., N. Y., sell every kind of 
paper used by printers and publishers, at low 
est prices. Full line quality of Printers’ Ivi. 


MPYHE DOYLESTOWN WEEKLY INTELLI 

GENCER, in the American Newspaper 
Directory for 1891, is accorded the largest cir 
culation of any paper in Bucks County, Pena 
sylvania. 


Vue Pye KEEPSIE WEEKLY NEWS.-TEL 

EGRAPH, in the American Newspaper 
Direc — for 1891, is accorded the largest cir 
culation of any paper in Dutchess County, 
New York. 


MPVHE RURAL CALIFORNIAN, published at 

Los Angeles, has, according to the Amer. 
ican Newspaper Directory for 1591, the largest 
circulation of any agricultural paper issued 
in California. 


VHE LITTLE ROCK WEEKLY ARKANSAS 
GAZETTE, in the American Newspaper 
Directory for 1891, is accorded the largest cir 
culation of any local paper in Pulaski Coun 
ty, Arkansas. 


MPV\HE ST. LOUIS GROCER (Weekly), pub 

lished in St. Louis, has, according to the 
American Newspaper Directory for 1891, the 
largest circulation accorded to any grocers’ 
paper published. 


MVHE BUTTE CITY SEMI-WEEKLY IN 

TER-MOUNTAIN, in the American News 
yaper Directory for 1:91, is accorded the 
argest circulation of any paper in Silver 
Bow County, Montana. 


\ TITNESS (Weekly), New York, is among 

the 161 newspapers to which the new 
edition of the Ame rhe “an Newspaper Directory 
for 1891 accords a regular circulation of more 
than 50,000 copies each issue. 


MPNHE PHONOGRAPHIC MAGAZINE (Month 

ly), published in Cincinnati, has, accord 
ing to the American Newspaper Directory 
for 1891, the largest circulation accorded to 
any educational paper in Ohio. 


NHRISTIAN ADVOCATE, New York, is 
among the 161 newspapers to which the 
new edition of American Newspaper Direc- 
tory for 1891 accords a regular circulation of 
more than 50,000 copies each issue, 


qe MMER VISITORS IN MAINE from every- 
where. They are buyers. Our July 4th 
10,000 edition will be distributed among the 
resorts. Regular edition, 3,500, covers Maine. 
Rates very low. PORTLAND HERALD. 


TWO-LINE NOTICE in Privters’ Ink, 
4 under heading of Special Notices, can 
be inserted every week for a whole year for 
$51.2); 3 lines will cost $46.90 ; 4 lines, $62.49; 
5 lines, $78.00; 6 lines, $93.60; 7 lines, $109.20; 
8 lines, $124.80. 


HE SVENSKA AMERIKANSKA POSTEN 

(Weekly), published in Minneapolis, has, 
according to the American New et Direc 
tory for 1891, the largest proved circulation 
accorded to any Swedish paper in Minnesota. 
Circulation, E 1 #2. 


HE GREAT MEDIUM for the South and 
West. BELFORD’S MAGAZINE, soon. 
ly, New York, is among the 161 eoomepes 
to which the new edition of the American 
Newspaper Directory for 1891 accords a regu- 
lar circulation of more than 3,000 copies each 
jue, 








MPVHE PRICE of the American Newspaper 

Directory is Five Dollars, and the pur- 
chase of the book carries with it a paid sub 
seription to Printers’ Ink for one year. Ad 
dress: GEO. P. KOWELL & CO., Publishers, 
No, 10 Spruce St., New York. 


Cis sLEGES, SCHOOLS and SUMMER RE 

TS reach the well-to-do public of the 
oan effectually and heey Fy by 
advertising in the New Orleans PICAYT NEL 
Sample copies and es. rates fur 
nished on application. Address PICAYUNE, 
New Orleans. 


W HENEVER an advertiser does business 

with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora year’s subse ee to 
Printers’ INK. Address: GEO. P. ROWELL 
& CO. » Newspaper Advertising Agents, No. 10 
Spruce St., New York 


JHILADELPHIA SUNDAY ITEM—Rowell’s 
Directory for 1891 rates only four Sunday 
papers in the United States with a regular 
circulation exceeding 150,000. THE PHILA 
DELPHIA SUNDAY fre M is one of the four. 
Rates lower than any newspaper in America 
for similar circulation. 


I IE WESTLICHE POST, published in St. 

Louis, has, according to the American 
Newspaper Directory for 1891, the largest cir 
culation accorded to any German daily pa 
er in Missouri. In St. Louis its circulation 
s much larger than the combined circula 
tion of all the other German dailies pub 
lished there. 


ENVER, Colorado.—Geo. P. Rowell & Co. 

of New York in their new BOOK FOR 
ADVERTISERS name the best, most widely 
circulated, most influential papers at each 
important center of population or trade 
throughout the whole country. For Denver 
the pa we accorded this distinction is the 
REPUBLICAN. 


Cc PAPERS. Trade Papers. Complete 
lists of all devoted to any of the various 
trades, professions, societies, ete., may be 
found in Geo. P. Rowell & Co’s “Book for 
Advertisers,” which is sent by mail to any 
address on receipt of one dollar, Apply to 
GEO. P. ROWELL & CO., Publishers, 10 
Spruce St., New York. 


ONEY ?—There are a greater number of 
insurance, banking and other monied 
institutions to the square inch in the city of 
Hartford than in any other city in the world. 
Financial advertising is a oom uous feat 
ure in the columns of the TIMES, the undis 
s leading newspaper of Connecticut. 
Sample copy tells; rates also. 


MERICAN Newspapers printed in for- 
eign languages. Complete lists of Ger- 
man, Scandinavian, French, Spanish, or 
Portuguese aeees in the United States, 
or all those printed in any language other 
than English, may be found in Geo. 
Rowell & Co’s “ Book for Advertisers,” which 
Y- sent by mail to anv address for one dollar. 
pply to GEO. P. ROWELL & CO., Publishers, 
Spruce e St., New York. 


HE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min- 
eral region of Alabama. Average daily cir- 
culation, 7,500; average Sunday circulation, 
10,000; average weekly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 100,000. For advertis- 
ing rates address THE AGE-HERALD COM- 
PANY, Birmingham, Alabama. 


HIS PAPER does not insert any adver 
tisement as —s matter. Everythin 
that does appear as reading matter is insertec 
free. The Special Notices are the nearest to 
reading matter that can be bought. The Spe 
cial Notices are nearly as interesting as read 
ing matter. The cost is 3) cents a line each 
issue for two lines or more. Until further no- 
tice the following discounts will be allowed 
for continued advertisements: | month, 10 per 
cent; 8 months, 20 per cent; 6 months, 3) per 
cent; 1 year, 40 per cent. 
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GEO. P. ROWELL & CO., Pusuisners. 
Office : No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line. 
Advertisers are recommended to furnish new 
copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 


Until further notice the following discounts 
will be allowed for continued advertisements : 


Pe cascccccece 10 per cent. 
i i 
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JOHN IRVING ROMER, EDITOR. 


NEW YORK, JUNE 24, 1891. 





A NUMBER of years ugo, at the time 
when the New York Sum refused to 
insert cuts in its advertising columns, 
Isaac W. England, who was then the 
publisher of the paper, had a conversa- 
tion with the writer in regard to the 
wisdom of the policy. He said that 
he knew the Sun lost a great deal of 
business on account of this arbitrary 
rule, and he thought the paper would 
be benefited in every way if it were to 
conform to the custom of other news- 
papers in this respect. Shortly after- 
ward the Sz announced that it would 
admit cuts but at double price. As 
Mr. England anticipated, the revenue 
of the paper from advertising was 
largely increased by the change. 

‘To-day many metropolitan papers 
are confronted by a similar condition, 
and one which we believe to be fully 
as important to them as the matter of 
receiving cuts was to the New York 
Sun. We have reference to the prac- 
tice on the part of a few leading pa- 
pers of charging extra for electrotypes 
and display. 

When a new advertiser, who has 
taken considerable pains to construct an 
attractive advertisement, is informed 
that it will cost him two or three times 
the ordinary rate to insert an electro- 
type of it in a few of the leading me- 
diums, he is naturally surprised. If 
any difference is made he expects it in 
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A JOURNAL FOR ADVERTISERS. 


the form of a discount, because his ad- 
vertisement saves composition, It is 
practically placing enterprise under 
tribute. 

He knows that he cannot secure the 
best results by simply sending in his 
copy and taking his chance with nu- 
merous other advertisers. To produce 
something unusually good and above 
the average requires persistent and in- 
telligent effort. Perhaps a drawing, a 
border, or some peculiar combination 
of display type will be necessary in 
order to give the desired conspicuous- 
ness. But such efforts the publisher 
sternly frowns upon and endeavors to 
repress by imposing a tax bringing the 
cost up to two or even three times the 
ordinary rate. The custom prevails to 
a greater extent in New York than in 
any other city. The following papers 
all charge extra for cuts (the first four 
charging extra for display as well as 
cuts) : 

World. 

Tribune. 

Sun. 

Times, 

Evening Post. 

Journal of Commerce. 

There may have been a reason for 
making such a rule at some far distant 
time in the history of the business ; 
but if there was it has long since lost 
its force. The publisher no longer 
looks upon the advertiser as an objec- 
tionable necessity of the business, but 
regards him as a friend and patron 
whose welfare he is interested in pro- 
moting. Likewise the publisher no 
longer regards advertising columns 
set in plain agate or nonpareil (with- 
out display) as the highest ideal. He 
recognizes that tasteful display gives 
his paper a more attractive appearance 
and that frequent changes of copy add 
an air of newsiness. Besides, good 
display makes the advertising columns 
more easy of reference to readers. 
The idea of taxing the man who makes 
the best use of his space is akin to the 
proposition of some cranky ‘‘ social 
reformers,” who would like to have the 
entire property of the world divided up 
equally among the people every ten 
years. 

Another point that should have a 
good deal of weight is the compara- 
tively small number of publishers who 
adhere to this rule. The proportion of 
papers charging extra for cuts outside 
of New York is small. The weeklies 
and monthlies are agreed almost with- 
out exception upon giving the adver 
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tiser the unrestricted use of the space 
he buys. 

All things considered, would it not 
be most advantageous to everybody if 
publishers were to place a certain fixed 
price upon their space and then let the 
advertiser make such use of it as he 
sees fit? Is this not the only logical 
position ? 





Mr. JAMES SPILLANE, secretary of 
the Preston Chemical Company, whose 
opinion as an intelligent and progres- 
sive advertiser, was solicited in regard 
to the ‘* Number One” and ‘* Number 
Two” discussion, writes : 

I don’t like the way they are jumping on 
that gentleman who modestly suggested the 
idea that a large one-time advertisement might 
bring more immediate inquiry and ultimate 
sales than a little, obscured, one-inch adver- 
tisement, even though it was inserted fifty-two 
times. Many reasons will suggest themselves 
why he may be right. No one has yet had the 
hardihood to try it. Why not encourage him 
to attempt it, so that the balance of mankind 
will judge from experience, not theory, whether 
he is correct. I understand that there was a 
man named Galileo once, against whose theory 
that the earth moved many cogent arguments 
were adduced, and that he was derided as a 
fool. Yet the world moved nevertheless. Many 
of your correspondents forget this. 

Perhaps some readers of PRINTERS’ 
INK have thought that too much space 
has been given this discussion. But 
the prominence which it has received 
is due the importance of the question 
to general advertisers. Out of the 
many varying opinions which have 
been expressed the reader should be 
able to extract the germ of genuine 
truth. To what extent each one was 
tight and each wrong will continue 
to be a matter of opinion. On this 
point the eminent English critic, John 
Ruskin, said, in the course of his in- 
augural address at Cambridge : 

Perhaps some of my hearers this evening 

+ may occasionally have heard it stated of me 
that I am rather apt to contradict myself. I 
hope I am exceedingly apt to do so. I never 
met with a question yet, of any importance, 
which did not need, for the right solution of it, 
at least one positive and one negative answer, 
like an equation of the second degree. Mostly 
matters of any consequence are three-sided, or 
four-sided, or polygonal; and the trotting 
round a polygon is severe work for people any 
way stiff in their opinions. 





THE writer knows of a patent med- 
icine first placed upon the market in 
1852. For just twenty years thereafter 
this medicine was advertised more or 
less each year, at the end of which time, 
in 1872, the net profits averaged some- 
what more than $6,000, per year. Since 
1872 not a dollar has been spent in ad- 
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vertising, and still the net profits are as 
great as they were in 1872. No effort 
has been made to push the business, and 
it has been as much of a surprise to the 
proprietors as it was to the writer, when 
he heard the facts, that this state of af- 
fairs continues and apparently is likely 
to continue uninterruptedly for an in- 
definite term of years. 





A SOMEWHAT novel departure for an 
advertiser is a little twelve-page journal 
called Factory News, issued monthly 
by the National Cash Register Com- 
pany for the benefits of its employees 
and agents. Mr. E. D. Gibbs, one of 
its editors and advertising manager for 
the company, writes : 

When I called at your office during my East- 
ern trip you called my attention to a number 
of imitations of your journal, but I did not see 
a closer or more exact copy than the one | en- 
close, and, though it is said “imitation is the 
sincerest flattery,” I really cannot see the 
slightest excuse for the editors of this paper to 
copy you so closely. 1 thought it best, there- 
fore, to bring the matter to your attention. In 
defense of the editors, however, | will state 
that they are very warm adm rers of your paper 
and thought it best to incorporate the style of 
Printers’ Ink into their journal. 

It is unique in being a paper without 
paid advertisements or subscribers. 
Mr. Gibbs—who will be remembered 
as the winner of the New York World's 
first prize for a poster design—thinks 
this makes the News peculiarly free 
from the annoyances which other papers 
suffer trom. The publishers are ‘‘never 
obliged to dun subscribers,” nor are 
they ‘‘troubled with requests for a 
notice top of column and next to read- 
ing matter.”” ‘‘ Unlike them, however, 
the income we derive from it is one of 
improvement in work, and though they, 
asa rule, receive the dollars direct for 
copies of their paper, our dollars only 
return to us after a long time.” 





OCCASIONALLY one sees an adver- 
tisement that has been spoiled by over- 
care—but only occasionally. It is like 
drowning a rare plant by pouring too 
much water upon it. The rich soil is 
driven away from the roots and the 
plant languishes from want of substan- 
tial nourishment. An inexperienced 
gardener can spoil a delicate plant just 
as an inexperienced advertiser can spoil 
an advertisement. Too many kinds of 
type are used, too many statements 
crowded in, and the effort is made to 
display too many different things. But 
it is generally in the opposite direction 
that the advertiser suffers. 











Correspondence, 


IS THERE A PARAL LEL CASE? 


West Exizanertn, Pa., 
Editor of Printers’ Ink: 
An article in Printers’ Ink for May 27th, 
from the Newburyport ( Mass.) //era/d, should 
make advertisers smile. ‘The publisher at- 
tempts to compare the circulation of a news- 
aper to a barrel of flour or a yard of cloth. 
ye grocer sells us a barrel of flour, we can 
take it home and weigh it; if a merchant 
sells us a yard of cloth we can measure it ; but 
if we buy 50,000 circulation for advertis sing 
purposes, how are we going to count it? Ad- 
vertising space is the one article that can be 
sold without the buyer knowing what he is 
going to buy or finding out what he has bought 
afterwards. In fact, he seldom or never does 
find out. 
If any person or publisher can name an ar- 
ticle that would make a parallel case with 
newspaper adve rtising space or, rathe *r, circu- 


June 2, 1891. 


lation, | would be glad to know what it is. 
L. CAMPBELL. 
ANOTHER CASE OF RAPID GROWTH. 


Editor of Printers’ Ink: 

In view of your desire to furnish Mr. A. 
Frank Richardson with information concerning 
any publication which can make a better show- 
ing of growth than the Saturday Globe, we 
herewith present the yearly increase in circula- 
tion of the Ladies’ World, which was started 
in the latter part of 1886. By the end of 1887 
there was a paid list of about fifty thousand 
subscribers, and in less than four years from 
that time we have reached a circulation of 


Here i 


268,000, exclusive of all free copies. s 
the circulation of the various years since 1887: 
1888, av erage c irculation.. . «+ 105,083 copies. 
ae. 9 = Ft srecpees 138,500 ** 
1890, = tiie * 
1891, circulation, ex« lusive of all 

free copies, 268,000 “* 





Owing tothe fact that with the December 
number there were expired 98,000 subscriptions 
and consequently a considerable reduction for 
January, our average thus far in 1891 is but 
230,708 copies, although for June we are pre- 
pared to show a circulation of 268,750 copies in 
all, of whic h not over 750 are sent as excha.iges, 
advertisers’ copies or samples. 

S. H. Moore & Co., 
A COUNTRY PUBLISHER WHO DOESN'T 
WANT FOREIGN ADVERTISING. 





Publishers. 


FarminGTon, Iowa, June 6, 
Editor of Printers’ Ink: 

The last issue of your valued “ advertiser's 
eye opener’ has just come to hand, and I no- 
tice the first page is employed by Messrs. 
Rowell & Co. in comments on the fact that so 
few papers give the rating requested for their 
American Newspaper Directory ; and the sug- 
gestion is made that “ this would indicate that 

ublishers arrive at a more satisfactory result 
y giving no statement.” 

This matter has been mooted so much and 
so largely applies to the country publisher that 
I think it about time for one to rise and ex- 

lain. I can give my reasons and think they 
will tally with many, if not most, of the local 
publishers’ reasons. 

It matters very little to me how my paper is 
rated in the American Newspaper Directory or 
any other, because the results are so trivial. 


1891. 
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he foreign advertising patronage of the local 
paper amounts toso little that it is not worth 
offering inducements to secure. Such offers as 
come are generally sent alike to the paper of 
150 and 1,950 circulation, and it is most gen- 
erally a due-bill offer, or some nursery stock, 
or socents’ worth of literature for $15 worth of 
notices. Very few advertisers make any dif- 
ference in their offer, whether we are rated at 
500 or 1,500, and of the few that offer cash, 
most are frauds, and the balance are for such 
trivial amounts that by the time you have sent 
them a copy of the paper during life of con- 
tract, and have furnished missing issues and 
have paid postage on correspondence, you 
haven't pay for your trouble, let alone use of 
the paper. 

The foreign advertising patronage of the or- 
dinary country weekly isn’t worth anything, 
hence there is no stimulus to increase it. Of 
course the reason is that the value of the coun- 
try paper is so slight to the advertiser ; and the 
country publisher is unable to reme dy the de- 
fect, for in the nature of things the circulation 
of a majority must remain below 1,000, because 
their field is so limited. Asa matter of defer- 
ence to the wish of Messrs. Rowell & Co., I 
would like to furnish the circulation statement 
they wish, but like the majority of my class I 
keep no record of the exact circulation of my 
paper. It usually varies from six to perhaps 
fifty each issue, and special editions, etc., come 
in when it runs up as high as 10,000 (once this 
spring). When I am called upon for a circula- 
tion statement I cannot give it, no matter how 
anxious I am to please the editor of the Direct- 
ory. Of course I could remedy this by keep- 
ing a record each week of the number printed ; 
but as | have no use for such a record, except 
when called upon for a circulation report, and 
as the rating ~ al this report is of no value to 
me, why should I add this to my other duties 
of editor, business manager, man, Composi- 
tor, pressman and devil—all offices into 
one—as is too often the necessity in the country 
office ? 

In the papers of larger circulation I can see 
that it ought to be important to secure as high 
a rating as possible. Weare publishing a liter- 
ary monthly that we shall give circulation report 
of too gladly, because its advertisements must 
come from patrons of the American Newspaper 
Directory, and it is therefore necessary to se- 
cure as high a rating as it is : _ to. 

F. 





. Rockwe Lt. 
_ Sa anal a 
“HARD TO BE THE UNDERDOG.” 
From Art In Advertising. 


Suppose a paper has not the power or the 
money to keepa man in the metropolis to repre- 
sent it ; but one thing remains, according to Mr. 
Siegfried, to trust to the general agent. What 
then? Each general agent insists upon a bet- 
ter rate than all the other generai agents ; if the 
newspaper publisher is honest, and gives but 
one rate, they tell him they can't afford to send 
him business ; if he offers different rates to all, 
as his judgment dictates, they will give him 
glimpses of purgatory or possibly drop him al- 
together. It is hard to be the underdog, and 
the paper that cannot dictate has often fallen 
between the host of stools represented by the 
general agent—or at least we have so been told 
by those who have fallen. 

- — 
BALANCED. 
& Co's Monthly. 

A recent number of //regende Blatter con- 
tained a total of sixteen pages of advertise- 
ments, seven pages of cuts, and one page of 
reading matter, 
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From Smith, Gray & 
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Very 
Ww orrer L avorable 
Indacements 


ADVERTISERS 


Jaly, 
dagast» 
September. 


For Catalogue 


RUNNING 
THROUGH 


and Particulars 


Address 
N. KELLOGG NEWSPAPER COMPANY, 
308 & 370 DEARBORN STREET, CHICAGO 


TRIBUNE Bui_piING, NEw York, 
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ing, Greeley was a great editor. 

Mrs. Scroggins—That may be, but 
dead failure in the weather business. 
hamton Leader. 


he’s a 
Bing- 


Not Opposed to Fiction, — Jinks : | _ 


Have you _ by pe Kipling’s last novel ? 


Winks—N—o, I seldom read novels. 

Jinks Then. you do not care for works of 
imagination ? 

Winks—Oh, I dunno, I always read the 


European correspondence of the daily papers. 
—Ex. 


Mr. Brickrow — ave you looked 
over the advertisements of country boarding- 
houses ? 

Mrs. Brickrow—Yes. 
advertising. 

ir. Brickrow—That so? The fruit trees 
must have some fruit on them this year. 
Street & Smith's Good News. 


BEATTY 
WOOD ENGRAYIT f 
100 Reapers in 
e : roofs. 


made. Send for 
RESS ASSOCIAT’N, Columbus, 


Very few farmers are 











Organs $35 up. Catalogue FREE | 


Dan'l F. Beatty, Wash’ton, N.J. 











PACKAGE: 


You “GET WHAT YOU PAY FOR. 
“Our signs enlighten the entire world.” 
Guaranteed to remain in good condition for 
one year. Just as reliable as the Press. c 
R. J. GUNNING CO., 297 Dearborn St., Chicago. 


Illustrations for Advertisers. 


Do you want novel, catchy, original illus- 


trations adapted to your business? Prelim- 





YERS 


OF IDEAS F eves 


10< . 





v Y 












inary sketches sent for inspection, Wc. Ar- | 


tistic bag guaranteed. 
- ROGERS, » 1286 Broapway, way, N.Y. ¥. 


LAND 


Companies, Boards of Trade, 
Chambers of Commerce, Commercial Clubs, 
individuals, who desire to secure immigra 
tion, manufacturing, capital, or having land 
for sale and who may wish to advertise at a 
moderate cost, in a most profitable section, 
will do well to correspond with me. 


‘SB. L. CRANS, 10 Spruce St., New York. 


Books: 





Yew Issues 
every week 
Catalogue 


132 pages 
free. Not sold by UP ood prices | Co 
too low. Buy of the Publisher, 





John B. Alden, 393 Pear! St., New York 


Dodd's Boston. 
Send for Estimate 


| RELIABLE DEALING. CAREFUL SERVICE 
ta LOW ESTIMATES. 08 





Advertising Agency, 
265 Washington Street, 














CENTRAL | 





PKINTERS 
Scroggins—There’s no use in talk-| pe. THE STANDARD REVIEW, A 


PRIBPLLS] 


| 











INK, 


Alliance, O., —* 
is the ouly Country Weekly in Ohio that 
| Rowell for 91 gives a three-star circulation of 
exceeding 4,000. McKinley’s District. 
Ww realthy class of People. Write? 


First National Bank, 


Of CHILDRESS, Venae. 
Capital, 
$50,000. organizing. 


A fine County Seat town in the famous Pan 
handle country. 





Only National Bank in the 
county. Brock oe. Will guarantee 12 per 
} cent. net ar. Address CITY NAT 
| I NAL BANK. ay fe hita Falls, Texas, 














Lawyers Live Well and Have Money. 


The National Reporter System 


(St. Paul, Minn.) furnishes Lawyers 
Authorities, so MUST be read. 
30,000 each week (magazines). (See 
Rowell’s Directory & preferred lists.) 
The largest Law Circulation in the world. 
Each copy in use 17 weeks (average). 


S. C. WILLIAMS, Mgr., 42 Tribune Bg., N.Y. 


: Study Law 
At Home. 


Take a course in 
the Sprague Corre 
spondence School of 
Law. Send ten cents 
(stamps) for partic- 
ulars to 


W. C. Sprague, L.L.B, 
312 Whitne Block, 
Detroit, Mich 


HOW'S THIS? 


” 


$3 


Reliable paste | measure, letter opener, leaf 
cutter. Made of Aluminum, the wonderful 
new metal. Light as wood. Strong as steel. 
Cleaner than silver. Will not tarnish or cor. 


rode. Six inches long, Just right for vest 
pocket. Elegant for desk or library. You 
want one? 2 cents, please. Stamps will do. 


R. 8S. THAIN, 161 La Salle St., Chicago. 
Before fixing up ycur 


AUSTRALIAN + Australian contracts for 
Bwes yon ld like you to write to us for 
save you money, 
. we can do advertisin 
r her firm ata distance. All 
papers are filed a at our bureau, and every appear 
ance is checked by a system unparalleled ‘or ac 
euracy. On application we will i any 
scheme of advertising by return 
mail will send our estimate. Wed desire it to be 
understood that we are the Leading Advertising 
Firm in the Southern Hemisphere. Established 
—_ a PE oy! of a century. F. T. WIMBLE & 
to 373 George St., Sydney, Australia. 


TRUE ! 


Any one can write an ES But 
how many can write the kind that is read, 
and when read makes a buyer of the reader ? 

Better service in the preparation of adver 
tising matter may interest you. If so, ond 
1 Oc. = my new book, “IDEAL ADVER 
SIN 


A. L. TEELE, 


ADVERTISING SPECIALIST, 








for, 1 on } 
one than an 









































No, 55 West 33rd Street, New York, 
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Australian Trade. 


A wide-awake American business man, highly suc- 
cessful as an advertiser and introducer of proprietary 
goods at home and abroad, being about to revisit 
the Australasian colonies, offers his services to one or 
more reliable houses seeking profitable market on the 
Southern hemisphere. 

Highest references as to character, integrity, ca- 
pacity, etc. 

Address “ Antipopes,” P. O. Box 672, New York. 


Put Your T on This. What's the Matter? 


edge of advertising and introducing a new Why will you persist in wasting valuable 
article. time laying ‘out routes, when you can get 
ANTI-CURL i what you want for asmall outlay? “ GIBB’S 
is a new discovery TRAVELERS ROUTE AND. REFERENCE 

for straightening the hair of colored BOOK” is the thing. Specimen pages free. 





people, and will prove a big seller, espec 1 GIBB BROs. & MORAN, New York. 
ially among colored ladies. | ris s * * 
Will sell entire outfit and right to manu | | > ( o 
facture; or, if proper party is found, would 1¢e T1tic 
prefer to form a partnership. Published Weekly, at 52 La Fayette Place, 
CHAS. SCHINDLER, Druggist, en 
TOLEDO, OHIO THE CRITIC COMPANY, 





NEW YORK, MAY 4, 1801 
A Thousand Newspapers @ Day) . ceo. v. Rowett & Co. of New York, pubs 
lishers of the American Newspaper Directory 
ARE READ BY and of Prinrers’ Ink, a journal for advertis- 
The Press Clipping Bureau, Robert and Linn ers, have — —— os — _ a 
Luce, 108 Milk St., Boston, Mass. ers, 308 pages, price one dollar. it contains 


a carful compilation from the American News- 
WHO FOR? 


paper Directory of what the editor of the book 
considers best papers in the United States and 

Business houses, that want earliest news 
of cx —_ — ; 


Canada. It gives the circulation rating of 
| every one and a good deal of information 
Supply houses, that want addresses of ees alee - i — ag sob amt alls 
proba ile customers; the business of advertising. 
Sixty class and trade papers; 
Public men, corporations, professional | 
men, who want to get news, see what is ania | 
or them, or gauge public opinion. 


we CONDUCT A 


NEWSPAPER 
gia ewan yer 
ACENCY. — 


WE sive to all customers, Lowest Prices, | yr 
Prompt Transactions, Judicious Selec- 
call Conspicuous Positions, enced 








tial Service, 

AD . 

"ESTIMATES OF Cost 1y" royssuer > OVERMAN WHEEL CO., MAKERS, 

a | CHICOPEE FALLS, MASS. 
J. L. STACK & CO., BOSTON WASHINGTON. «DENVER ©—»SAN FRANCISCO, 
ST. PAU! 

New 'spaper Advertising Agents, MINN | A. G. SPALDING & BROS.. Special Agents, 

° ACK, 


c. &. cus Chicago, New York and Philadelphia. 
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When the sun, on his annual 
trip along the ecliptic, crosses the 
tropic of Cancer and sends the ther- 
mometer’s ‘‘silver pulse in the 
crystal vein” to 100 in the shade, 
the wise man puts ov a “ blazer 
and the wise advertiser puts 77 a 
““blazer””—of an advertisement in | 
the New York Ledger, and his 
mail increases apace. 





“Goodness! How She Crows!” 


22,725 


Copies of the March, 1891, 


FARM-POULTRY 
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‘Preferred 


Canadian 
Class Papers. 


Religious— 
Christian Guardian. 
Sunday School Banner. 
Canadian Churchman. 
Catholic Record. 
The Wesleyan 





Aggregate Circulation per issue.. .. 50,000. 
Agricultural— 

Farmers’ Advocate. 
Circulation each issue............... 20.500. 


Family, Seciety & ‘THlustrated-- 
Saturday Night. 
Progress. 
Wives and Daughters. 
Dominion Llustrated. 
Le Monde Illustre. 
8 Modes Francaises Illustres. 





Aggregate Circulation per issue. ...90,000. 
Trade— 

Books and Notions. 

Hardware. 

Canadian Grocer. 

Dry Goods Review. 

*ritic. 

Aggregate Circulation per issue....18,000. 


178,500 Copies each issue. 


KOY V. SOMERVILLE, 


SrectaAL AGENT FOR UNITED STATES ADVER 
TISING IN PREFERRED CANADIAN PAPERS, 
105 Times Building, New York. 


ALLEN’S MILLION. 
The ONLY Million. 


The PROVED Million. 


Why do ALLEN’S LISTS carry almost as 
much advertising in the summer as in the 
winter? Because they give honest count all 














We were Compelled to Print. 
ADVERTISERS ARE YOU AWARE 


how many families, of the well-to- | 
do, purchasing classes, 
living within ten miles | 
of all large cities, in the 
suburbs of large towns, 
in villages (as well as 
live farmers) keep a few | 
hens ? 
THEY ARE A 
BUYING PEOPLE. 





. Advertise in 
Moral : Farm-Poultry. 
For Rates and Sample Copy address 
FARM-POULTRY, 22 Custom House St., 
BOSTON, MASS 





the year round. Because they include qual 
| ity as well as quantity. Because their intel 
‘ligent advertisers reap profitable results 
every month in the year. 


An Unequalled Record. 

The cash orders for ads. in a4 
June, 189, issues exceeded 
those in June, 1889, issues by. 
|The cash orders for ads, in my 

June, 1891, issues exceed thease 


$4,237 03 


in June, 1889, issues by........ $8,620 10 
Net cash gain in two years, for 
} |” SER Slee eee 88,620 10 


Bear in mind that in 1889 ALLEN’S LISTS 
distanced the field, but now they i? 


| the summer with June $8,620.10 ahead. 


| The Verdict of the Triumphant Two Hundred 
200 of America’s shrewdest advertisers will 
remain in ALLEN’S LISTS all summer. They 
are the triumphant two hundred among ad 
vertisers. Observe for yourself, and for the 
summer months you will find few of these 
advertisers in other general advertising me 
diums. Thus they give their verdict that 
ALLEN’S LISTS are the best general adver- 
tising mediums in America. 


Is There a Lesson Here for You, Reader? 
Forms close the 18th of each month prior to 


| the date of the periodicals. 


E. C. ALLEN, Proprietor of Allen’s Lists, 
AUGUSTA, MAINE. 
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Sunday School Times, 
PHILADELPHIA. 
Presbyterian. 
Lutheran Observer. 
National Baptist. 
Christian Standard. 
Presbyterian Journal. 
Ref’d Church Messenge- 
er ieconel Recorder. 
Christian Instructor. 
Christian Statesman. 
Christian Recorder. 


Lutheran. 
, BALTIMORE. 
Going Baltimore Baptist. 
ee Episcopal Methodist. 


Presbyterian Observer. 


To Take 


A Vacation ? 








POPPING THE QUESTION 





by little boys is out of the ordinary line. So| Before you go, secure the services of 
are all of our cuts. You pop the question to 
us about advertising. We'll say—yes, for any 
line of business. It will only cost a dollar to vacation, to make known to over 


get a sample cut and ad. for local use. 
275,000 Families every week 


OUR QUESTION that you have ¢omething to sell which 


is, what kind and how many special designs, | it will profit them to have. We offer 
engravings, or electrotypes do you want ? 


these Tireless Workers, who take no 


to you the services of these papers, 
The Advertisers League, } which speak at all times when the list- 


WORLD BUILDING, N. Y. | ener is willing to hear, often when he 
ee }does not expect it, but who never 
| 


41,588,584 
© * | test< religious de ominations, and 
Ci rc u lat 10n ea " naps in eee se feta 


homes to keep up, who have children 


speak except with the voice of a trusted 





friend whose words obtain instant ac- 





ceptance. They talk in all the Pro- 





In six months, July ist to Dec. 31st, 1890, was 
given by our agency to the 3'¢-inch adver 
tisements o 


}to rear, clothe, doctor, and educate— 
the people who have money to spend 


for their needs, whose needs cover the 


- . 
Scott > Emulsion whole year, people whose habits of life 
of Cod Liver Oil are such that they procure all the com- 


forts and most of the luxuries of ex 
in Home Print country weeklies. 
We believe an investigation would satisfy 
many advertisers that they could use the Co : , > i j 
Home Print weeklies to advantage. end in your order or 2° It 


istence, 


en will be carefully attended to. 
Our Catalogue °f this cas or One 


apers, Second f 

Edition for 1991, will be sent to any adver Price 

tiser on application, and our method of work Advertising 
fully explained. wet 

Without Duplication 
of Circulation 


New SON HE SMAN & ; souumeah 15 WEEKLIES 
Every Week 


Over 275,000 Copies 


S OFF 12 E ST. ST. LOUI! Religious Presa 
RANCH, Home Insurance Bldg, CHICAGO Association 
EASTERN BRANCH, 54 Beekman St., NEW YORK Phila 
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‘ | WILSON’S 
BOOK INK, 


Such as is used on PRINTERS’ INK, may 
} 


| be had at the following prices : 


Are you willing to 
reap the benefit 
of good advice @ 


. If so, before placing future adver- | 1 Ib. Lots, 75 cents a Ib. 
tising contracts send for a catalogue | 


of my | S o 60 - - 





_ - ° ° | “ “ “e 
State Combinations.| '° 5° 
25 ii 40° “ “e 
One half publishers’ rates saved in| 

every case wen the entire State List | §° e 35 . hs 
is used. All papers on the list issued | 190 oe 30 os os 
from places the population of which ‘ 
exceeds 3,000. Prices quoted on any | Ten per cent discount for cash with 
number of papers. Correspondence ithe order. Five per cent discount for 
solicited. Address, stating as nearly|cash within thirty days from date of 
as possible what is wanted, order. Address 


S. E. LEITH, W.D. Wilson Printing Ink Co. 


10 Spruce St., New York. 
(LIMITED), 


140 William St., N.Y. 





In Advertising as in Bowling, 
RESULTS are what’s Aimed at. 


—— ee 
We do not generally advocate Knock Dowy arguments, but Comrort has made a TEN STRIKE. 





We started the Ball a rolling for results and intended it to be a MONEY MAKER for all. 
When you put your ads in Comrort, you make a TEN STRIKE. You will find ComrortT has a 
way of getting in its work in the proper place and at the proper time to make it effective, 
and it seems to have gotten in some some very effective work of late, 


Knocking Out Some of the Great Braggadocio Lists on Results. 

The secret of Comrort’s great success is that it goes straight about its business, dispen- 
sing Comfort for all—the advertiser as well as t subscriber—and discomfort to none, 
unless they are so foolish as to try and hinder its progress. But the truth must and will 
»revail. We would be pleased to mail you some fac-simile copies of letters lately received 
rom advertisers who know whereof they speak. Also fac-simile P.O. receipts proving over 
half a million circulation during each of the past8 mos. Our customers always stay with 
us. A KE every month is too much of a bo © lose. Space at the agencies 


D nanza t 
or of THE GANNETT & MORSE CONCERN, Publishers, Augusta, Maine. 
New York Office—23 Park Row. W. T. PERKINS, Manager. 
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HOLD ON A MINUTE! 


—_- —_ -—2 0 & e———_——_ 


A™= you losing your 
grip? 
Do you want to regaina 
foothold ? 


Do you want help, or 
a better situation ? 


485 ANSWERS. 


RicumMonp Locomotive Works, Rich- 
mond, Va., write under date of May 10, 
1891: ‘“*We have received 485 answers 
from THE ITEM, while all the other papers 
in Philadelphia only brought 240." 

















PHILADELPHIA 
ITEM 


OFFERS THE FOLLOWING IMPORTANT 


FACTS: 


It has been established forty-four 


The Philadelphia Item 
will make your wants 
known extensively, prompt- 
ly, effectively : 

“ From the amount of paper you 
are using, the circulation of Zhe 
Evening Item can not be less 
than 165,000."—Manufacturers’ | 
oe om years. It has a sworn daz/y circula- 
One hundred and |] tion of 174,419 copies, Sunday 174,- 
seventy-four thousand, I] 209 copies, Weekly 42,157 copies. 
four hundred and nine- 
teen daily readers are I] 
buying The /tem while 
you remain in sus- 
pense. 


It insures its advertisers against delays 
through accident by the maintenance of 

a perfect duplicate plant. It owns five 

Hoe Quadruple Presses, whose combined 
capacity is 500,000 copies an hour, It in- 
sures quick and thorough distribution by 
Thirty Special Wholesale Delivery Wag- 
ons owned by Zhe /tem. It gives adver- 
tisers more for their money than any other 


“Pays us better than any 
Daily in the U.S.” —AMont- ky 


gomery & Co., Phila 


5a wre paperin Philadelphia. Ze Ttem is the most 






prosperous evening paper in the United 
States—a profitable institution for its owners 
and for its advertising patrons. 





S. ©. BECKWITH, -roncicn soventisine, 
48 TRIBUNE BUILDING, NEW YORK. 
509 “THE ROOKERY,’’ CHICAGO. 
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een TION en 
— prover aol —S—- 


(Tage mare) 


OFFICE OF C. |. HOOD & CO., APOTHECARIES, 
SOLE PROPRIETORS OF 


HOOD’S SARSAPARILLA, HOOD'S TOOTH POWDER, 
HOOD’S OLIVE OINTMENT, HOOD’S VEGETABLE PILLS, 


LowELL, Mass., May 29, 1891. 
Mr. W. D. Boyce, SatuRDAY BLAveE, Chicago, ils. 

DeAR Sir—In March, we inserted in the Blade and 
Ledger two notices, two insertions each, stating that a book 
telling “How to Make Goop BrEeap” would be mailed upon 
application. 

It may be of interest to you to know the result of the inser- 
tion of these notices. Eleven hundred and eighty persons have 
applied for the books. The replies were from good towns, in 
all sections of the country, New England and the Pacific Coast 
being well represented. As over ten per cent of the requests 
have been received since the middle of April, from one to two 
months since the notices were inserted, it shows that your papers 
are retained and referred to, by your readers, after the week for 
which they are issued. 

Our record shows that about two-thirds of the letters came 
from the readers of the Blade and one-third from the readers 
of the Ledger. 

Trusting that the “ Proved Circulation” of these papers 
may constantly increase, we are, Very truly yours, 

C. l. HOOD & CO., 
Per W. EveretTT. 


1,180 ANSWERS. 


The space occupied by the “readers” above referred to cost 
LESS THAN 3 CENTS PER ANSWER. Can you beat that? 
This carries out our statement that the BLADE and LEDGER are 
the cheapest advertising mediums offered, and that nothing 
counts like “ Proved Circulation.”’ 


300,000 Cortes WEEKLY. 


$1.25 per Agate Line per Insertion. 


APPLY TO ANY AGENCY OR THE PUBLISHER, 


W. D. BOYCE, 
16 & 18 DEARBORN ST., CHICAGO, ILL. 
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A Plan of Advertising 


AND AN ESTIMATE OF THE COST. 


For many years our office has been the source from which has emanated most of the infor- 
mation about newspaper circulations and values. 

We are acquainted with the newspapers of the country, their character, circulation, influ- 
ence and rates of charge. 

The paper that is best for one purpose is often without much value for an advertisement 
of a different character, It 1s easy to see, therefore, how important it is that a right selection 
of papers be made for every expenditure in advertising. 

When a man proposes to advertise he should first of all consider well the form of his 
advertisement as well as the territory where it should be placed and the cost. It is somee 
times the practice to prepare and adopt a plan in very much the same way as would be done 
were a house to be built. 

We undertake to prepare advertisements to be used, as well as plans and estimates for 
the guidance of an advertiser, and when we do this we make a suitable charge for the service. 

For regular patrons of our office, we do not always exact payment for the preparation 
of estimates; but from occasional applicants it is found to be necessary in order to mak« 
certain that every estimate is made with due care, and that time is not wasted in preparing 
them for persons who apply without the intention of placing business through us, but only 
because they desire the information for their own benefit. Such persons are often willing to 
pay fur the service, and it is ;roper that they should. 

If we devote time to the preparation of an advertisement and indicate the papers in which 


it ought to appear, without at all knowing whether any profitable business is to result, we 





must, of course, be paid for the work we do; but the advertiser who authorizes us to place 
a line of advertising in accordance with instructions given and within limits and specifica- 
tions stated by him, avoids incurring any charge for an estimate, which, after all, often does 
more harm than good, and never results in reducing the cost, 

Experienced advertisers generally specify the field to be covered and the amount 


money to be expended, and authorize us to go ahead and procure the best service obtainable 


within the prescribed limits, without asking in advance for any detailed particulars of exactly 
what isto be done. When this course is pursued the cost of a plan is avoided. 

I'he advertiser who knows exactly what papers he will use, who has his advertisement all 
prepared, is satisfied with it, and intends getting estimates from a whole lot of advertising 
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vies, and giving the order to the lowest bidder, is notin need of our services. We pay 
more attention to doing good work than we do to underbidding publishers or competitors, 
and have long since abandoned the effort to place advertisements at lower prices than other 
people can, Still, any advertiser who wants an estimate from us can have it by paying 
for it. 

It often happens that a very small expenditure in advertising is contemplated by a person 
who has no clear idea as to what publications should be taken or of the cost. Sucha 
person always does well to send a copy of the advertisement to us (or furnish us with such 

formation as will enable us to prepare it in proper form in our own office), together with a 
check for the amount to which it has been determined to limit the expenditure, and leave the 
selection of papers and the number of insertions in each paper to be determined by our experi- 
ence and judgment. In that way he gets best service for the money, incurs no cost for an 
estimate, the work is properly done, and no time is lost in correspondence. 


GEO. P. ROWELL & CO., 


Newspaper Advertising Bureau, 


10 Spruce St., New York. 
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If you are troubled with 


“ THAT TIRED FEELING” 


it is probably 
because you have been running an advertisement in the Roch- 
ester DEMOCRAT AND CHRONICLE, and have been kept busy 
filling orders ever since. Its daily and weekly editions ail 
have an extensive circulation, not only in the city of Roches- 
ter, but throughout Western New York. In the language of 
Hood’s Sarsaparilla, the DEMocRAT AND CHRONICLE possesses 
merits which are 


“PECULIAR TO ITSELF.” 


It carries a large local advertising patronage, an indication 
that it is appreciated at home. If you would determine the 
true character of a man, look up his home record. The Roch- 
ester DEMOCRAT AND CHRONICLE is also used by most of the 
great general advertisers. There may be an occasional one 
who has not yet placed it upon his list; but, as the proprietors 





of Pears’ Soap would say: 


“HE WON’T BE HAPPY 
‘TILL HE GETS IT.” 


The clientage of the DemMocraT AND CHRONICLE is among 
the most prosperous and well-to-do people in its district. If 
you want to reach the best families in Western New York, this 
is the medium you need. You send us the order and we will 
attend to, placing your announcement before 16,000 families. 
Or, to quote the phrase which has been made famous by a 
Rochester advertiser : 


“YOU PRESS THE BUTTON, 
WE DO THE REST.” 


S THE => 


Rochester Democrat and Chronicle. 


| A NEWSPAPER OF KNOWN CIRCULATION, 
Daity EDITION EXCEEDS - - - 16,000 
| Ween.y “ ” - - - 10,000 





A. FRANK RICHARDSON, 


317 CHAMBER OF COMMERCE, 13, 14 & 15 TRIBUNE BUILDING, 


CHICAGO, NEW YORK, 





